Second-generation Genetically Modified (GM) crops are associated with consumer-oriented benefits such as improvement of nutritional quality. Given such an evolving market environment, this paper presents differences in consumer preferences and valuations for genetically modified breakfast grain products. The perception of consumers from a developing country, China, is discussed and compared to attitudes in a developed country, the U.S. The survey results reveal that there are notable differences in the attitude and perception of college students across these two countries. Purchase intent for GM foods was low, unless a benefit was promised, and some modifications are viewed more positively than others. Overall, it appears that GM foods may be acceptable in the U.S. and Chinese market. The findings in this study have potential implications for establishing various GM marketing strategies and information campaigns.
Introduction
Genetically Modified (GM) plant represents a revolutionary technological change in agriculture. Unlike traditional forms of plant and animal breeding, recombinant DNA techniques enable researchers to directly manipulate the genetic composition of target organisms. The first generation (Lust et al., 2005) of genetically modified crop varieties, currently most widespread in the maize and soybean sectors, sought to increase farmer profitability by improving agronomic traits. The second generation of GM crops is focusing on breeding for attributes desired by consumers (e.g., better nutritional content, improved storability). This achievement opens the way for the development of nutritionally complete cereals to benefit nutrition-deficient populations. These attributes can be used in processed foods, such as soda, juices, bread, processed meats and cereal. Over time, as the adoption of such lower-cost technologies spreads, this outward shift in the supply curve would be expected to lower the consumer price of nutrient value in food. However, the debate over genetic modification remains intense. Supporters believe the breeding of new plants by recombinant DNA technology removes the economic burden and potential environmental problems (Brookes & Barfoot, 2005) . Advocates see GM food as key to ensuring food security in developing countries, promising to solve the problem of world hunger.
A factor that is important in determining the extent of continued expansion of transgenic crop plantings and the development and adoption of new GM varieties is consumer attitudes. Understanding consumers' attitudes toward GM foods is important not only to the decision makers, GM food producers and exporters can also use this information to design effective marketing strategies.
GM staple products
Within different types of GM food, GM staple foods have had wide exposure in the global news media. Due to the important role of staple foods, they have not been approved to be commercialized in all counties. In developing countries, the main sources of vitamins and minerals for low-income rural and urban populations are staple foods. However, the major staple food crops, in particular cereal grains, are poor sources of key mineral nutrients, such as folic acid, iron, lysine, selenium, vitamin A, and zinc which are essential for normal growth and metabolism (Welch & Graham, 2004) . Even in the West, lifestyle choices and lack of education can lead to an improper diet and, hence, deficiencies in some vitamins and iron (Franz, Bantle, & Wheeler, 2002) . Transgenic plants offer effective ways to increase the vitamin and mineral content of staple crops. As products with enhanced attributes appear, consumers may face choices between GM products that bring tangible benefits (but carrying unknown risks) and traditional nutritional supplements.
GM development in China
China has been careful in allowing GM field experiments without permitting commercialization. However, China has been importing GM raw materials, including soybeans, corn, cotton, canola seed and sugar beets. Many people in China are starting to be concerned about GM ingredients in food. Evidence of Chinese consumers' attitudes toward GM foods from the existing literature is mixed and sometimes confusing. The uncertainty about Chinese consumers' attitudes toward GM foods contributes to uncertainty for policy makers on how China should proceed with its future biotechnology policies in general and GM foods in particular. China's final decision on whether it should commercialize GM crops will greatly influence what the rest of Asia does about GM food.
GM development in the U.S.
The U.S. is by far the largest user of GM crops. By 2013, roughly 91% of the planted area of soybeans, 88% of cotton and 85% of corn were genetically modified varieties. Labeling regulations for GM in the U.S. is a controversial topic as well. There have been numerous efforts to pass labeling laws in the U.S., especially at the state level. As of September 2013, legislation for GMO labeling was pending in at least 20 U.S. states.
Given the importance of GM staple crops to the Chinese and U.S. economies, consumers from these two countries are in a unique situation regarding their perception of GM foods. Different cultural and experiential backgrounds in the U.S. and China may address the risks and benefits of this new technologies in disparate ways in the international exchange of GM foods. College students are chosen here as the target group since, although their shopping habits are still developing, they represent a critical portion of the 'next generation' of consumers as well as future business leaders, thus they will play an important role in the future acceptance and use of GM products. Country-of-origin labeling is an increasingly politicized credence attribute in the globalizing food system. Mixed with different regulation of GM products, it is not clear if this emphasis on origin in country would result in different consumer preferences for breakfast cereal products.
The major objective of this study is to assess consumers' willingness to pay for various attributes of multi-nutrition enhanced GM staple products within college students' consumer groups in the U.S. and China. This study also tested the effect of geographical origin of ingredients and brand on willingness to pay and then compare the attitudes difference between college students within these two countries.
In order to understand the factors affecting consumers' acceptance of GM foods and to estimate their willingness to pay (WTP) for GM products, a survey project was conducted. Survey participants were sent an email with a webpage link to complete a self-administered questionnaire concerning their health habits and perceptions of GMOs. A choice experiment survey instrument (Lusk, Roosen, & Fox, 2003) was designed to measure behavioral intentions with a focus on consumers' willingness to pay a premium for breakfast grain products made of non-GM ingredients and willingness to accept a discount for products made of GM ingredients although they are nutritional enhanced. Specifically, the WTP for GM breakfast products -cereal and/or toast (U.S.), bun and/or porridge (China) -the four major breakfast products in these two countries are considered. Altogether, 400 consumers were interviewed, but only 252 of the responses are complete, from which 130 were from the U.S. and 122 from China. All surveys were completed during November 2013 to December 2013. Attempts were made to include students with different majors in various colleges. The questionnaire, initially written in English, was translated into Chinese (Mandarin). A mixed-logit model was then estimated (Hensher & Green, 2003 , Revelt & Train, 1998 in which the decision on buying a GM food is a function of the attributes including non-GM, less pesticide, safety certification, country of origin, etc.
Results reveal differences in the attitudes and perceptions of GM foods between college students in these two countries. Both of them are willing to pay a premium for the attributes, such as non-genetically modified, additional nutrition, food quality certification from U.S. and less pesticide or herbicide use. However, American students are also willing to pay a premium for a U.S. brand and products in which raw material is from the U.S. Chinese college students are more willing to pay a premium for a product with Chinese food quality certification. Taking the non-GM attribute as an example, American college students are willing to pay on average a $0.98 premium and Chinese students would likely to pay on average a ￥1.30 premium for the breakfast product.
Literature Review
A large number of studies have shown that consumers' concerns about GM foods are rising and acceptance of GM foods varies among countries (Hoban, 1998; Lusk, Jamal, Kurlander, & Taulman, 2005; Costa-Font, Gil, Traill, 2008; Ding, Veeman, & Adamowicz, 2012 , Jose L. Domingo et al., 2007 . Consumers in general are likely to be willing to pay a premium for non-GM foods, but this does not guarantee everyone is resistant to GM foods, nor that GM foods are always inferior to their non-GM counterparts. Particularly, in the United States, the introduction of GM foods has not elicited strong public concern or widespread opposition. Hossain et al. (2003) reported that less than 60% of Americans supported the use of genetic technology when it did not bring any tangible benefit to consumers.
There are also studies on the Chinese consumers' attitude. However, the evidence from the existing literature is mixed and sometimes confusing. On one extreme, a study in Guangzhou, Shanghai, and Beijing by Greenpeace (2004) claimed that GM foods were generally not accepted by Chinese consumers. On the other extreme, Huang (2005) found that about two thirds of consumers not only accepted GM foods but also believed that they would personally benefit from consuming GM foods.
Survey and Choice Experiment Design
In fall 2013, a survey was conducted in the U.S. and China to elicit college students' opinions and valuation for nutritionally enhanced GM breakfast products. College students from the University of Georgia (U.S.) and Southwest University (China) were invited to participate in the project and answer questions from an online survey. These two universities are public universities in the southern part within each country. Respondents were randomly selected campus wide. To achieve this, emails were sent out with instruction and link of the survey to the email lists in different classes randomly selected in these two universities. Each questionnaire lasting approximately 15 minutes.
The survey collected responses concerning consumers' purchasing behavior. Respondents were first asked about their opinion of GM food. Then a brief introduction of knowledge of GM nutrition-enhanced products was given to the respondents. Next the main part of the survey was presented: a discrete-choice experiment (12 questions for each student). Finally, respondents were asked about their socioeconomic characteristics, including age, education and income, etc.
Sample Characteristics
A total of 252 individuals completed the full survey process and provided complete responses. Table 1 and Table  2 present summary statistics of socio-demographic information and attitudes toward GM food for (a) the Entire Sample, (b) the respondents from Southwest University (China), and (c) the respondents from the University of Georgia (U.S.).
In terms of the socio-demographics of the sample, more female respondents (60%) answered than males (40%). Respondents' average age is 23 years (varying from 18 to 36 years old); persons younger than 18 were not selected for the interviews. The students are from most different majors. For the U.S. college students, about half of them are Christian, and for the Chinese students, about 85% of them do not have a stated religion. As for their health habits, on average more than half of them do exercise once or twice a week, and approximately half of them have the habits of taking vitamin supplement. The average annual income of the U.S. respondents' parents was approximately 50 000 to 75 000 U.S. dollars, while for the Chinese students, it was between 40 000 to 50 000 RMB (approximately 6 000 to 8 000 U.S. Dollars).
As for their attitude, 94.8% of them have heard of GM food. About 15% of the respondents agreed with the statements that GM food have substantial benefits, only 23% are concerned with their negative effects. Almost half of respondents are not sure if they are beneficial or harmful. To ascertain the respondents' idea about the www.ccsenet.org/jfr Journal of Food Research Vol. 4, No. 6; 2015 effects of GM food on the environment, the questionnaire simply asked whether they believe GM foods could bring good or bad effects to environment. Almost 60% of the respondents agree that GM foods can have both effects. Also, almost half of the students believe that GM technology benefits producers more than consumers.
For their attitudes towards whether GM food should be labeled, results showed that the attitudes of students from these two countries are quite different. Only 33% of the U.S. students are proponents, while 60% are not sure. However, 95% of the Chinese students think that GM food should be labeled. This result is consistent with the current regulation of each country.
The students' opinions of the effects of GM technology on the environment are quite similar. Around 60% of them believe that they can both have good effect and bad effect. To analyze how risky it is consuming GM foods, responses were given scores between 0 and 10 (0 for no risk and 10 for significant risk), so average scores could be calculated to estimate in general how risky it is in college students' minds. U.S. students gave an average score of 4.64, which is lower than the 5.52 of the Chinese students. However, the scores largely show that the students do not perceive GM food as "dangerous", but at the same time they still are concerned they may not be totally safe. Similarly, the questionnaire asked how necessary it is to produce GM food, where 0 means unnecessary and 10 mean necessary. The U.S. students gave a slightly higher score of 4.72, and Chinese students gave an average score of 4.24. Since GM wheat products have not been commercialized in U.S., the survey also asked the U.S. students a question about their opinion about it. It is surprising to find that half of the respondents support production. There seems to exist a positive outlook for the commercialization of wheat in the U.S. Due to the large amount of GM products imported in China, the survey also collected the opinion of Chinese students on importing GM products. About 85% of respondents from China think the importing behavior have some effect on them, but only 11% of them believe the effect is huge.
Consumer Preferences for Attributes toward GM Breakfast Products
In the latter part of the survey, a choice experiment was implemented in order to assess college students' attitudes toward the different attributes of GM breakfast food products. The survey used cereal and toast as target products for the U.S students, and porridge and buns for Chinese students, which are most common breakfasts for college students in these two countries.
The core section of the survey consisted of a discrete-choice experiment, following standard procedures (Louviere, Hensher, & Swait, 2000; Street & Burgess, 2007) . One of the advantages of a choice experiment is that it yields quantitative measures of the tradeoff between attributes of interest.
Specifically, in each of the 12 scenarios, each student was asked to select between two different breakfast products and the 'Prefer to Choose' option. In each scenario, they were asked to make a choice between two different breakfast products. Each product included seven different key attributes. These included different prices, whether they are GM, and if they are more nutritious, etc. Each of these seven attributes was varied according to their respective different levels summarized in Table 3 . An example choice scenario is presented in Figure 1 .
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Mixed Logit Model
One recognized framework to analyze the consumers' choice is a mixed logit model (MXL) with random and correlated coefficients. This approach has become increasingly standard in choice experiment research for estimating consumers' willingness to pay for certain attributes. It was proposed by Revelt and Train (1998) . This method relaxes the assumption that all respondents have the same preferences for some breakfast product attributes by allowing for random taste variation among individuals. It supports consideration of a correlated distribution of taste parameters.
In this study, the model can be expressed and estimated as follows. Survey respondents 
Where ijt x is a vector representing the attributes of alternative j in choice scenario t and β is a vector of unknown parameters. The elements of vector ijt x are described in Table 4 . The error term is assumed to be independent and identically distributed over individuals, alternatives, and choice scenarios. Using Equation (1), six models were estimated, which include estimation using total data of U.S. and China, as well as their subsamples which group by students who chose different products as their experimental product.
The probability of individual i choosing alternative j in choice scenario t is expressed as:
The probability is attained from utility maximization of the formula of the conditional logit model:
Given the independent error structure, the probability of s i' sequence of choices is equal to
which corresponds to a product of logits. The unconditional probability of individual i's sequence of choices is the integral of the expression )
Specifically, coefficients in vector β are defined as random variables following density function f:
Where h is a probability distribution function, θ is the mean vector value of the distribution, ν is an i.i.d error term vector, and Ω is a parameter covariance matrix. Given this specification, the choice probability can be written as:
The unconditional probability of individual i's sequence of choices is the integral of the expression ) ( β i y L over β, which is expressed as:
Where ) (β f is the multivariate distribution of the parameters. Summing the logarithm of the unconditional probabilities gives the log-likelihood function,
With a fixed price coefficient, the willingness to pay is equal to the ratio of the attribute's coefficient to the price coefficient. For example,
is the additional WTP for one breakfast product with non-GM ingredients compared with an otherwise equivalent product with GM ingredients. In addition, with a fixed price coefficient, the distribution of WTP corresponds to the scaled distribution of the attribute's coefficient. The mean and variance of WTP estimated under MXL models were calculated using the simulation approach with 200 iterations. The WTP measures follow similar interpretation of the part worth utilities but they offer dollar values or RMB values for various attributes.
Results
Because consumers in these two countries may differ in culture, experiences and other unmeasured features, it is possible that these consumer groups differ in their food product preferences. Table 5 displays the results of the MXL models for each of the two sample categories: the U.S. respondents and the Chinese respondents. Note: Standard Deviations in parenthesis. *, **, and *** denote significance at the 10%, 5%, and 1% levels, respectively.
In each of the two models reported in Table 5 , the signs of the coefficient estimates fall in line with expectations and the majority of the attributes are statistically significant at the 1% level. The price coefficient is negative and statistically different from zero, which is consistent with expectations that college students prefer, holding all other factors constant, breakfast products with lower price. With regard to the non-GM attribute, in each of the two models the coefficient is found to be positive and statistically different from zero. This implies that students in both countries prefer non-GM products and are willing to pay a premium for this attribute. This corresponds with the perception that people worry there might be some uncertainty surrounding GM food products. Additionally, the variance coefficient for non-GM is found to be significant and sizeable, indicating that consumers are heterogeneous in their preferences for non-GM products.
For the enhanced nutrition benefit, only the coefficient of the U.S. students group is significant and positive. The Chinese student respondents apparently perceive paying more for additional nutrition as necessary. Similarly, U.S. brand and raw ingredients from U.S. are only significant for the U.S. group. The origin of brand and raw ingredients from U.S. were not preferred by the Chinese students.
For the products with food quality certification approved by a Chinese agency, respondents from the U.S. do not particularly value it. Only Chinese respondents prefer this attribute. However, foods with quality certification approved by a U.S. agency are valued by students from both countries. This shows that, in general, consumers have trust in the institutions, and thus they may perceive more clear benefits in GM foods with certain certification. Moreover, the coefficient for 30% less pesticide or herbicide use is positive and significant. This shows that students from both countries prefer less pesticide usage.
While the signs of the coefficient estimates correspond with expectations, to quantify the value of the different attributes for each sample sub-group, their willingness to pay is computed. WTP is computed for students groups choosing different products as their target product within each country first. The results are displayed in Table 6 (U.S.) and Table 7 (China). The two models within each country exhibit high consistency in terms of significance and signs of coefficients. Also, the results of the t test of WTP for each attribute indicate that no significant differences of the WTP value were observed for each attribute when selecting cereal and bread (p > 0.1). The results suggested that there was no difference in response between consumers choosing different breakfast product within each country, and thus the two groups were pooled and a single model is estimated within each country. Note: Bootstrapped Standard Errors in parenthesis. *, **, and *** denote significance at the 10%, 5%, and 1% levels, respectively. WTP Diff. presents the p-value for a t-test comparing the WTP between the students who chose Cereal and Bread, respectively. Note: Bootstrapped Standard Errors in parenthesis. *, **, and *** denote significance at the 10%, 5%, and 1% levels, respectively. WTP Diff. presents the p-value for a t-test comparing the WTP between the students who chose Cereal and Bread, respectively. Table 8 provides estimates of the consumers' willingness to pay (WTP) of the students from both countries for breakfast product with different attributes calculated using the coefficient estimates from the mixed logit models. Note that the U.S. Dollar and Chinese Yuan are used as monetary units in U.S. and China, respectively. To interpret the importance of WTP for breakfast products with different benefits, the premium should be compared with the "currently" available market prices for these products in U.S. and China. The current market prices at the time of the study were $2.8 for U.S. plain cereal and toast and 1.0 RMB ($1 equals about 6 RMB) for Chinese plain porridge and bun.
A key focus of this experiment was to evaluate the WTP for the non-GM attribute. With all else equal, U.S. college consumers are willing to pay 98.2 U.S. Cents more for one box of cereal or one loaf of toast with non-GM content. For the Chinese students, the experimental results suggest that consumers are willing to pay modestly higher prices for breakfast identified as non-GM. The estimated WTP for this attribute was about 1.1 RMB (about 2 U.S. cents) per bun or porridge. Similarly, U.S. college students are willing to pay a premium for U.S. certification and for 30 percent less pesticide or herbicide use of 1.13 USD and 60 cents, respectively. The other attributes for which Chinese college consumers would pay a premium are U.S. and China certification, with premiums of 1 RMB and 1.5 RMB, respectively. It is, perhaps, surprising that they would pay higher for the China agency certification. This may be attributed to the fact that it is difficult for them to validate the U.S. certification agency.
Because these attributes were independently displayed in the experiment, and there were no significant interaction effects for these attributes, these WTP values are additive. Thus, what consumers are willing to pay for certain mixed additive attributes can be obtained. For example, with attributes GM and more nutrition, U.S. students would pay a discount of 57 Cents USD. In this study, the benefit perceptions of applying gene technology to produce food products are seen as not outweighing risk perceptions of that application.
Conclusions
Public perceptions and attitudes to the introduction of emerging technologies have long been recognized as important factors in determining the likelihood of consumer support and prospective success in product development. There is concern about the extent to which consumers will accept genetically modified (GM) staple foods if they are commercialized in the U.S. and China. In this article, choice-modeling experiments are employed to determine willingness to pay of college student consumers from the U.S. and China regarding breakfast foods with GM and other attributes related with consumer benefits when the consumers are placed in an online purchasing situation. The analysis of data predicts that food products made of genetically modified ingredients could have a place in supermarkets in these two counties.
The results suggest that consumers from different countries have different concerns and interests towards GM food products. The U.S. students group value almost every attribute with a premium, except for the food with quality certification in China. They are prepared to pay a premium of about one dollar for the non-GM attributes compared with GM products. The Chinese students are more concerned with GM food and pesticide or herbicide use. Their willingness to pay for non-GM is quite high, which is about one Dollar in U.S. and one RMB in China. The results also support the notion that Chinese consumers are willing to support the staple GM food if they have the quality certification from the regulatory institutions.
Based on the findings of this study and given that the sample is college students, it can be conclude that the commercialization of GM foods is not likely to receive insurmountable from consumers in China and U.S., although people are willing to pay a significant premium for the non-GM attribute. In fact, foods emphasizing their selling point by labeling as non-GM foods are indeed more expensive than GM foods in these two countries. These survey results suggest governments and GM food marketers have an opportunity to make extra efforts for the public to understand the benefits or usefulness from applying gene technology to produce food products, thus increasing the public's acceptance of GM foods.
Policy Discussion
The results obtained contribute to the knowledge of the food market, particularly of genetically modified foods, identifying consumers' preferences. Based on these findings, food producers and marketers can develop specific marketing mixes according to the needs of the consumers to increase profit. For example, the GM technology primarily focused on insect and disease resistance potentially should be continued because it could assist U.S. and China improve its food safety and will meet consumers' demand for less pesticide residuals in food.
Providing such a framework is also important for policy development, decision making, and risk communication about GM. Because trust in the regulatory institutions of certification of the quality of food exerts a strong effect on the benefit perceptions, governments should take the responsibility of monitoring the proper functioning of the safety mechanism in producing GM foods so as to gain trust from the consuming public. Moreover, governments should increase transparency in formulating fair laws and communicate more frequently and effectively with consumers. Adequate regulations, constant monitoring, and intensive research are essential to avoiding possible harmful effects from GM food technology.
